This study looks at free newspapers, focusing on the modern era beginning in 1995, to better understand the impact these publications have on paid newspapers. The theory revolves around the question of media substitutability, that is, is there evidence that free newspapers substitute for paid ones? This is tested with four measures on a set of ten matched newspapers, one with a free competitor and one without a competitor. The four measures are the following: readership data, including average weekday readership and 5-day cumulative audience, single copy sales and total circulation. These measures were examined before and after the introduction of the free newspaper. There was also an examination of the readership demographics. Finally, a modified content analysis was conducted to learn more about free newspaper characteristics and coverage.
